Seasonality in production and marketing practices of Louisiana egg producers by Stelly, Randall
Louisiana State University
LSU Digital Commons
LSU Agricultural Experiment Station Reports LSU AgCenter
1950
Seasonality in production and marketing practices
of Louisiana egg producers
Randall Stelly
Follow this and additional works at: http://digitalcommons.lsu.edu/agexp
This Article is brought to you for free and open access by the LSU AgCenter at LSU Digital Commons. It has been accepted for inclusion in LSU
Agricultural Experiment Station Reports by an authorized administrator of LSU Digital Commons. For more information, please contact
gcoste1@lsu.edu.
Recommended Citation




Louisiana Bulletin No. 447 August, 1950
Seasonality in Production and Marketing
Practices of Louisiana Egg Producers
By
Randall Stelly and James M. Baker
Louisiana State University
AND
Agricultural and Mechanical College
Agricultural Experiment Station
W. G. Taggart, Director
CONTENTS
INTRODUCTION 3
Purpos-e of the Study 3
Methods of Procedure and Sources of Data 4
Size of the Farm Flock 5
SALES OUTLETS USED BY PRODUCERS 5
Sales by Size of Flock 5
SEASONAL FLUCTUATIONS 6
Seasonal Fluctuations in Production 6
Seasonal Disposition of Eggs 8
Prices Received for Eggs 8
ASSEMBLY AND DELIVERY OF EGGS 11
Grading and Packing for Market 13
Selling Eggs on Basis of Color 13
Knowledge and Source of Market Information 14
FLOCK MANAGEMENT AND EGG PRODUCTION FACILITIES. 15
DISPOSITION OF LOCAL EGGS BY FIRST BUYERS 17
SUMMARY AND CONCLUSIONS 17
Seasonality in Production and
Marketing Practices of Louisiana Egg Producers
By
Randall Stelly and James M. Baker*
INTRODUCTION
The poultry and egg industry is o^ far-reaching importance in the
Louisiana agricultural economy. A survey of Louisiana farmers indi-
cates that 87 per cent of the rural families in the state include the
production of eggs as an enterprise in the farm business. The unit of
production generally is small, and a large proportion of the eggs are
consumed on the farms. However, the amount sold is an important
source of income for many farm families. During 1949 the value of egg^
produced in Louisiana amounted to $12,578,000 and the cash benefits
to producers from the sale of eggs amounted to more than seven million
dollars.
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Little information has been available on the production and mar-
keting practices of Louisiana egg producers. The farm market supph
is seasonal with peak production occurring during the spring months.
It is during the spring and summer months that farmers experience
the most difficulty in selling eggs. Louisiana farmers are concerned
about the wide fluctuations in the price received for their eggs. These
fluctuations are caused mainly by seasonal variations in production, and
the lack of organized marketing facilities to properly handle the large
supply during certain months of the year.
Purpose of the Study
This report is the Louisiana part of a regional egg marketing re-
search project, and deals especially with the egg marketing problems
at the farm level in Louisiana.^ It is designed to contribute information
that will be helpful to producers, dealers and others in their efforts to
formulate methods and procedures in marketing leading to more orderly
disposition of eggs throughout the year and thereby to better regulate
the price and probably advance it to a higher yearly average.
The main objectives of the study are: (1) to determine the egg
marketing practices and related production methods; (2) to determine
*Mr. Jerry M. Law, who assisted with the initial phases of this study,, resigned July
1, 1949, to become Leader of the Poultry and Egg Marketing Project.
'Farm Production, Disposition, Cash Receipts, and Gross Income, Chickens and
Eggs,, 1948-1949, U.S.D.A., B.A.E., April, 1950.
^The nine states cooperating in a regional poultry and egg marketing project
are Alabama, Arkansas, Georgia, Louisiana, Mississippi, South Carolina, Tennessee,
Texas and Virginia.
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the quantity and quality of eggs offered for sale by seasons; (3) to
determine both the strong and weak points of present practices as
related to farmers' needs; and (4) to relate the findings of the study
to improved marketing methods, techniques, and procedures.
Methods of Procedure and Sources of Data
To achieve the objectives of the study, data have been assembled
and analyzed on: (1) seasonal variations in egg supplies; (2) dispo-
sition of eggs during the different seasons; (3) prices received by seasons;
and (4) the types of markets used by producers.
FIG. 1.—Location o£ Parishes from which Egg Marketing Data Were Obtained.
Detailed information on egg ^production and marketing practices
were obtained from 327 Louisiana egg producing farm families during
1947 and 1948. Data for the year 1947 were gathered by the survey
method in 20 Louisiana parishes (Figure 1) . The Bureau of Agricul-
tural Economics, United States Department of Agriculture, designed the
sample plan used in conducting the survey. Monthly data for 1948 were
4
obtained from producers and first handlers of eggs by mailed question-
naires.
Size of Farm Flock
The average size of flock reported by the flock owners surveyed
was 34 hens and pullets as of January 1, 1948. Farmers classified as
producers owned flocks averaging 46 hens and pullets. The average
size of flock reported by non-producers was 18 birds. Information as
to size of flock owned was obtained from 320 of the 327 egg producers.
Over 90 per cent of the producers' flocks comprised fewer than 100
birds. Forty-three per cent of the 320 producers owned flocks ranging
in size from 25 to 49, and 22 per cent reported having fewer than 25 hens
and pullets. Fifty-two per cent of the flocks contained no pullets.
SALES OUTLETS USED BY PRODUCERS
During 1947 and 1948, eggs were sold to eight different types of
buyers, namely, country and city retail stores, consumers, rolling stores,
local produce dealers, hatcheries, chain stores, hucksters, and institutions
such as hotels and restaurants. Retail stores were used by a majority of
producers, ranging from 55 per cent of flock owners having 25 to 49
birds to 66 per cent of producers with flocks of 50 to 99 birds. The
consumer was second in importance as a market to Louisiana egg pro-
ducers. It was the principal market for 18 per cent of the owners of
flocks under 25 hens in size and for 26 per cent of owners of larger
flocks having 100 or more birds. There were no wide differences in
patronage between the other market outlets. Chain stores and rolling
stores received their local eggs from the small owners, while a greater
proportion of the owners of large flocks sold their eggs to institutions
and hatcheries.
Sales by Size of Flock
Some variations occurred in the percentage of eggs distributed to
the different types of buyers from different sizes of flocks. During 1948,
retail stores were the outlet for 66 per cent of the eggs from flocks
of 50 to 99 hens and pullets, and 52 per cent from flocks containing
fewer than 25 birds (Table 1) . Consumers purchased 21 per cent of the
eggs sold by small flock owners having fewer than 25 birds and approxi-
mately 30 per cent of the eggs sold from flocks having 100 or more
hens and pullets. Institutions and hatcheries looked to larger flocks
for their local egg purchases because it was more efficient and economical
to buy where there were larger concentrations of supply. Retail stores.
'For purposes of this study, egg producers are those rural families who expected
to sell as many as two dozen eggs during any one of the months of January through
June, 1948.
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rolling stores and local produce dealers were the main outlet for the
eggs from smaller flocks.
TABLE 1.
.





Under 25 25-49 50-99 100 & over
Per Cent of Eggs Sold
51.7 60.9 65.9 57.0 62.4
20.7 25.1 18.2 29.5 22.
5
.0 .7 2.1 5.6 4.5
Rolling store 12.3 3.2 3.2 .0 2.6
4.2 1.8 .2 7.9 2.1
Local produce dealer .0 2.9 2.8 .0 1.6
Huckster 1.1 .6 3.2 .0 1.1
9.2 1.2 .4 .0 1.0
Unknown .8 3.6 4.0 .0 2.2
Total 100.0 100.0 100.0 100.0 100.0
SEASONAL FLUCTUATIONS
The marketing problems encountered by Louisiana egg producers
arise primarily from the wide seasonal fluctuations in production by
Louisiana flocks. Many local egg dealers lack equipment or readily
available markets to handle properly the supply during the peak spring
production. Market congestions occur, especially in the areas of small
flocks, which account for the unduly low prices received by farmers
during such periods. Reducing the seasonal fluctuations in egg pro-
duction would aid materially in solving the problem of seasonal varia-
tions in prices. As indicated by Table 3, larger and better managed
flocks tend to achieve greater uniformity of egg production.
Seasonal Fluctuations in Production
The highly seasonal fluctuation in egg production in Louisiana,
as indicated by this study, results in 36 per cent of the yearly supply
occurring during March, April, and May. Production reaches a peak
during March, with 13 per cent of the yearly total, and declines to the
lowest point in October, when less than 6 per cent is produced (Table
2) . The drop in production for all flocks from the high to the low
month was 54 per cent.
Seasonal fluctuation in production is greater among flocks with
fewer than 100 layers than among the larger flocks. For the smaller, the
drop in production from March to October was 70 per cent, while the
decline for flocks of 100 or more birds during the same period was 31
per cent. Almost 40 per cent of the yearly production of the smaller
flocks occurred during the spring months of March through May, and
6
15 per cent during the fall months. For the large flocks, the production
during these periods was 27 and 26 per cent, respectively.





Under 25 25-49 50-99 100 & over
Per Cent Per Cent Per Cent Per Cent Per Cent
37.2 40A 41.0 27.1 35.8
Summer 20.6 22.7 18.9 20.7 20.8
Fall 16.5 12.1 12.1 25.8 18.6
Winter 25.8 24.8 23.9 26.4 24.8
Year loo.r) 100.0 100.0 1 fXJ .
0
KXJ.O
Monthly production per 100 hens and pullcLs lor all flocks ranged
from 1277 eggs in March to 423 eggs during September. This indicates
a drop in the rate of lay of 67 per cent from the high to the low month.
Changes in the rate of lay appear to (oniiibuie more lo seasonal \ari-
ations in production than changes in the ntimber of hens and pullets.
Seasonal variations in the rate of lay were greatest amon^ fhxks (on-
taining less than 100 layers and smallest with larger flocks, lii ilu small
group the drop in the rate of la\' from spring to fall \\as hi) per (ciii.
while the larger flocks experienced a drop ol 15 per cent timing the
same period. For all flocks the rate of lay dining the fall nioiuhs was
55 per cent less than during spring months ( J able ''S) .
Since larger flock owners would have a tendency to put moic em-
phasis on better flock management, follow more of the recommended
prodtiction practices, etc., it would be expected that tin- rate of lay
would be higher among the larger flocks. Ho^ve\er. ilic data indicate
higher yearly average rate of production among the Mnalkr ihan among
the larger flocks. This is probably accoiuuable by the lad that a larger
proportion of the large flock owners kept accurate product ion records
IWRLE 3. Seasonal Ego j'rodiu ( ion . hv Si/c ot Ehxk. Louisiana.
Season
Sice of Flock
Ibider 25 25-49 50-99
All Flocks
100 & Over
Eggs Produced per Season per 100 Hens and Pullets
Spring 41(^8 3281 3059 2541 3171
Summer 2624 2303 1063 1875 1713
Fall 1893 1122 12:^9 2170 1439
Winter 2658 1908 1902 2t:SS 20wi
during the year tlian was the case ^vith the smaller flock o^sners. Also,
it appears that there is a tendency among smaller flock o^vners to o\ er-
estimate production. To the extent that the above would be the case,
production data received from the large flock owners would have a
higher degree of accuracy than data received from the smaller ones.
Uniformity of egg production throughout the year appears to be
associated mainly with these practices: (1) early start of chicks, (2)
feeding of laying mash throughout the year, and (3) having a large
percentage of pullets in the flock. A detailed account of the proportion
of producers conforming to the different production practices is shown
in Table 4.
TABLE 4. Proportion of Producers Using Certain Production Practices,




Under 25 25-49 50-99 100 & Over
Per Cent Per Cent Per Cent Per Cent Per Cent
Start chicks by May 1 84.7 91.5 90.6 90.9 89.1
Use lights in laying house .0 .7 3.5 5.6 2.5
Feed mash 11-12 months 12.5 13.5 8.2 33.0 13.8
Confine layers .0 .7 .0 4.2 .6
Have 60% or more pullets 11.1 11.3 8.2 18.2 10.3
About 90 per cent of all producers interviewed started baby chicks
by May 1. Fewer than three per cent used electric lights in the laying
house. Fourteen per cent fed laying mash at least eleven months of
the year. The fact that a very small proportion of producers feed lay-
ing mash all year probably accounts for the large seasonal fluctuations
in egg production. High and uniform production of eggs can not be
expected until the practice of mash feeding is adopted. Ten per cent
reported having 60 per cent or more pullets in their flocks.
Seasonal Disposition of Eggs
During 1948, 62 per cent of the eggs produced in Louisiana were
sold, 36 per cent were used in the home, and slightly over 2 per cent
were hatched (Table 5)
.
Variations in the amount of eggs sold followed closely the seasonal
variations in production. During 1948, approximately 38 per cent of
the eggs were sold in the spring months of March, April, and May, and
18 per cent were sold during the fall months (Table 6) . Flock owners
having fewer than 100 layers reported greater seasonal variations in sales
than owners having flocks of larger sizes. The largest seasonal variations
in sales were in flocks ranging in size from 25 to 49 birds. Producers
in this group sold 43 per cent of their eggs during the spring months
and less than 9 per cent during the fall.
Prices Received for Eggs
Louisiana producers reported receiving an average of 47 cents a
dozen for eggs sold during 1948. The average price of 58 cents received
8
TABLE 5. Monthly Distribution of Eggs Produced According to Disposition,
Louisiana, 1948
Month Sales Home Use Honte Hatching
Per Cent Per Cent Per Cent
January 61.5 38.2 .3
February 61.6 37.4 1.0
March 63.5 33.6 2.9
April 62.4 33.8 3.8
May 63.4 33.7 2.9
June 52.7 43.3 4.0
July 52.1 46.7 1.2
August 53.5 42.4 4.1
September 54.6 42.5 2.9
October 67.6 31.4 1.0
November 72.2 27.4 .4
December 68.0 31.5 .5
Year 61.8 36.0 2.2


































Year 100.0 100.0 100.0 100.0 100.0
at hatcheries was higher than the prices received from sales to any other
type of buyer. The next highest average prices were received from sales
to chain stores and consumers at 55 cents and 51 cents, respectively.
The eggs bringing the lowest price were sold to hucksters at 40 cents
a dozen (Table 7)
.
Egg prices changed during 1948 inversely with seasonal variation
in egg production (Figure 2) . The monthly average prices reached the
lowest point during March and remained below the yearly average
through the spring months when production was at its highest level.
As production declined during the fall and winter months prices in-
creased, reaching their highest level during the winter months. The
highest average monthly price was reported received during December.
The very large demand for eggs a few days preceding the holiday season
probably accounts for the relatively high prices received by farmers dur-
ing that month. Although there was a somewhat rapid decline in egg
production during the summer months, prices tended to rise slowlv.
This may be due to the relatively low quality of eggs marketed during
that period of the year.
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TABLE 7. Monthly Prices Received by Producers for Eggs, by





























January 53 58 50
'±1 42 42 52 47
'XA 40 40 37
'X.P,oo 41 20 41 90 39
oO 38 40 41 40 38
^Qoy 32 50 43 45 39
July 44 36 35 44
43
AOt 41 53 48
Seotember 53 49 62 51 52
October 54 54 65 58 55
November 48 58 70 59 54
December 78 79 69 75
Year 46.0 45.9 55.0 43.0 40.0 50.8 58.3 47.3
The problem of Louisiana producers in the marketing of eggs
would be much simplified if production were at a more uniform rate
throughout the year. Because of the high rate of production during







Jan, Feb. Mar, Apr. May June July Aug. Sept. Oct. Nov, Dec.
FIG. 2.—Seasonality of Egg Production and Prices, Louisiana, 1948.
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egg producers experience great difficulties in marketing eggs at favorable
prices at that time.
ASSEMBLY AND DELIVERY OF EGGS
Sixty-six per cent of Louisiana egg producers contacted delivered
eggs to some type of market during 1947. Over 83 per cent of those
producers delivered eggs to city and country retail stores, 6 per cent
delivered to consumers, and 1 1 per cent to all other types of buvers
combined. The average distance traveled by producers in making the
egg deliveries vs^as 5.7 miles (Table 8) .
TABLE 8. Per Cent of Producers Delivering Eggs to \'arious Outlets and
















*Wei.r;hted by the nuinhfi pidduccrs (icli\erinc various distances to each outlet.
Distance to market appears to ha\c link (lied on lictiiuiuv oi
selling eggs. Other matters that cause prodiu t i s to make ii ips to market
seem to have a greater effect on the frecptency of markeiing eggs. Over
75 per cent of the egg producers marketed eggs at least once a week
during 1947, 21 per cent sold twice weekh. and less than 3 per cent
sold eggs daily during the entire year (Table 9) . The information indi-
cates very little, if any, extra effort made to markei e^os mnic lii (|iienil\
during the spring and summer months when it is almost inii)()ssible
to preserve the quality of eggs over an extended period wiilioiu proj^er
refrigeration.
During 1917, the number of eggs delivered to market b\ producers
amounted to 69 per cent of the total eggs sold. Egg producers reported
selling their eggs at their households to three different types of bu\ers
only. Of the eggs sold at producer households, 22 per cent Avere to con-
sumers, 47 per cent to rolling stores, and 31 per cent were sold to huck-







































































































































































































































Grading and Packing for Market
Eighty-nine per cent of producers interviewed reported selling eggs
on an ungraded basis the entire year. Only one per cent reported no
current receipt sales. It is assumed therefore that producers having no
current receipt sales disposed of their eggs on a graded basis. Around
three-fourths of the producers who either sold all their eggs on a graded
basis or sold them as current receipts only part of the year were those
owning larger flocks (Table 10)
TABLE 10. Disti ihution of Eg^ Producers Selling Eggs on a Current










Per Cent Per Cent Per Cent Per Cent
Under 25 88.9 4.2 .0 6.9
25 - 49 92.2 2.8 .0 5.0
50-99 94.2 3.5 .0 2.3
100 & over 62.9 11.1 14.9 11.1
All Flocks 89.3 4.3 1.2 5.2
Selling Eggs on Basis of Color
Selling eggs according to color appears to be of little consequence
at the first buyer level since apj)roximately 87 per cent n{ Louisiana
producers reported selling eggs of mixed coloi s and niadi no aiu inpt to
separate their eggs according to color (Tabic 11).
Sorting eggs according to color l)elorc selling ihcni is practiced
more widely among large flock owners than among small flock owners.
The percentage of producers selling all white or all brown eggs increased
as size of flock owned increased. Conversely, the proportion of pro-
TABLE II. Disn iI)ulion of Egg Producers as to ( olor ot Eggs Sold,




White Brown Mi . ed Not Ascertamfd
Per Cent Per Cent Per Cent Per Cent Per Cent
Under 25 2.8 5.6 90.2 1.4 100.0
25 - 49 4.3 6.4 89.3 .0 100.0
50-99 1.2 14.9 8:5.9 .0 100.0
100 & over 14.8 11.
1
74. 1 .0 UV).0
All Flocks 4.0 8.8 86 .
9
100.0
ducers selling eggs of mixed colors declined steadih from ihc smaller lo
the larger flock owners.
Concerning the methods used for packing eggs for market, the
data reveal that about 90 per cent of the producers sold eggs in buckets.
*The term "current receipt"' refers to eggs that are not graded.
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boxes, paper sacks and other miscellaneous containers, 6 per cent sold
eggs in wooden cases, and 3 per cent used cartons (Table 12) . The
percentage of producers selling eggs in cases increased directly with the
TABLE 12. Distribution of Egg Producers According to Method of Packing
Eggs for Market, by Size of Flock, Louisiana, 1947
How Packed foT MoTket
Size of Flock
All Flocks
Under 25 25-49 50-99 100 & Over
Per Cent Per Cent Per Cent Per Cent Per Cent
Cases 1.4 2.8 7.0 25.1 5.5
Cartons 4.2 2.8 .0 7.1 2.8
5.6 9.9 16.3 14.3 11.0
Boxes 11.1 5.7 9.3 3.5 7.9




Not ascertained 1.4 .0 3.5 .9
Total 100.0 100.0 100.0 100.0 100.0
size of flock. The proportions using cases ranged from 25 per cent
of the producers owning flocks of 100 or more layers to less than 2 per
cent of the producers having flocks of fewer than 25 hens and pullets.
Knowledge and Source of Market Information
Normally the marketing of eggs at the farm level in Louisiana is
in such a disorganized manner that relatively few farmers have adequate
information on the prevailing egg prices and the condition of the mar-
ket when they need it. A smaller number avail themselves of authentic
sources of egg marketing informatioji during the marketing season.
Twenty-five per cent of producers stated that they always know the
local market price of eggs before taking them to market, 42 per cent
never know the market price, and 33 per cent reported that only some-
times do they know the current price before the date of sale (Table 13)
.
Knowledge of market prices appears to vary directly with size of flock,
that is, the larger the flock owned, the greater the proportion of pro-
ducers who reported knowing the market price.
TABLE 13. Distribution of Egg Producers According to Knowledge of Local
Price Before Eggs Are Sold, by Size of Flock, Louisiana, 1947
Knowledge of local price
Size of Flock
All Flocks


























Total 100.0 100.0 100.0 100.0 100.0
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Less than 25 per cent of flock owners reported receiving reliable
market news regularly, and over 65 per cent received no egg market
information whatsoever. There appears to be no significant differences
in sources of market news used by producers owning different sizes of
flocks.
FLOCK MANAGEMENT AND EGG PRODUCTION FACILITIES
Louisiana egg producers were asked to furnish information con-
cerning management and production practices which are associated with
the marketing of good quality eggs. The information was gathered on
such items as (1) housing facilities and equipment, (2) management
practices followed, and (3) care of eggs prior to placing them on the
market.
In Table 14 data are presented with resjject to the jnoportion of
producers following various recommended practices. An average of 95
per cent of all flock owners reported using suitable nesting material, 84
per cent provided one or more nests for six layers, nearly all. or 97 per
cent, allowed eggs to cool before packing them. Praciicalh all pro-
ducers allow layers free range every day of the )ear. Less than one per
cent reported confining flocks especially in bad weather. Except for
three of the practices, the proportion of producers following each recom-
mendation is associated directly with size of flock. It may be expected
that producers owning larger flocks woidd follow more of the recom-
mended production practices and have better housing and ecjuipment
since they are likely to attach more importance to the poultry enterprise.
On the basis that many of the recommended practices are being
followed by a relatively small portion of the ])roduccrs, it is indicated
that many Louisiana flock owners are not producing high quality eggs.
TABLE 11. Pcixcntas^c of Kgi; rrodiucrs I'lox idinL; (cruiiii Rcc Mniiu iultd Production
Facilities and I'racliccs. 1)\ Si/c o( Mock. I oiiisiana. HMT
Facilities attd Practices
Si:e o f Flock
All Flocks
( Utder 25 25-49 50-9S 100 & Orer
Per Cent Per Cent Per Cent Per CetU Per CetU
1. Housing and Equipment
a. Use laying house 22.2 36.9 40.7 43.9 35.5
b. Use dropping boards or pits 2.8 4.3 8.1 15.6 6.1
c. Provide 1 or more nests for 6 layers.. 88.9 83.7 77.9 70.2 83.5
2. Management Practices
a. Confine fiocks .0 4.2 .6
b. Feed mash 11-12 months 12.5 13^5 33.0 13.8
c. Use suitable nesting material* 88.9 96.5 95.3 98.5 94.5
3. Care of Eggs Before Selling
a. Gather eggs 2 or more times daily.. 11.2 7.8 8.1 15.6 9.8
b. Use wire basket for gathering .0 .0 2.3 2 1.2
c. Allow eggs to cool before packirg . . 94.5 97.9 98.8 93.9 97.0
d. Clean eggs with steel wool,
emory cloth cr sandpaper 1.4 3.5 5.5 2.1








































































































































































































DISPOSITION OF EGGS BY FIRST BUYERS
The data assembled from first buyers of local eggs indicate that
these dealers sold over 48 per cent of their eggs to central wholesalers
and 26 per cent to local consumers. The remainder, or 26 per cent of
the eggs, was distributed to hucksters, retail stores, institutions, local
produce dealers, farm cooperatives, and chain stores. Bv and large,
the eggs bought by country and city retail stores, chain sioics and loUing
stores were resold to local consumers (l ablc 15}.
The resale of local eggs by first buyers and sale b\ pKHhucis di-
rectly to consumers and institutions amounted to about j6 per eent ot
the local eggs marketed. This indicates that more tiian half of the local
egg marketings pass through not moic ih;in one agency Ixloie i caching
the final consinner.
SUMMARY AND CONCLUSIONS
1. I'he average size of Ihxk owned h\ Louisiana egg j)roducers as of
January 1, 1948, was K) hens and pulh k. f ort v-ihrcc per cent of
the flocks ranged in si/e Irom 'J.:) lo 1*) hncU and per (cnt had
fewer than 25 hens and pullets, l iliv-iwo pi r (i ni (oniained no
pullets.
2. Retail stores were used as ])iiinai\ niaikc K lor eggs l)\ a inajoiitN
of producers irresj)ecti\ e of si/e ol llo(k. Manv small llo( k owners
sold eggs to ( liain and rolling sioi es whili ilu t ggs liom large
flocks were taken b\' insinmions and hai(lii iies.
3. Thirty-six per cent of the yeaily egg sni)))l\ (xcniii-d dnrinL; Maiih.
April and May. The produdion peak ol I :> j)i r d in wa^ in Maiih
and the lowest j)r()(liu tion. 6 per cein. was in Ottober. Seasonal
lluctuation in egg suppK was grealei among smalKi than among
larger Hocks.
4. Based on this study. ()2 per (eni ol ilu- t i^gs producid in Louisiana
are sold, -U) per cent are used in ihe home, and 2 j)ir lent aie
hatched. Seasonal marketings follow closeh ilu patiiin ol seasonal
production.
5. Louisiana producers reported recei\ ing an axerage \n icv of 17 cents
a dozen for eggs during 1918. ranging from :>7 cents in March to 75
cents in i:)ecember. The highest price was received from hatcheries
at an average of 58 cents a do/en.
6. Much of the difficulty experienced in marketing eggs during the
high production spring months was attributed to inadequate mar-
keting facilities.
7. To market their eggs during 1917 producers reported tra\eling an
17
average distance of 5.7 miles. Distance to market appeared to have
little effect on frequency of marketing eggs.
8. Over 57 per cent of producers sold eggs once a week, 24 per cent
twice weekly, and about 3 per cent marketed them daily through-
out the year.
9. Only 1 per cent of producers reported selling eggs on a graded basis.
No more than 15 per cent made any attempt to separate eggs accord-
ing to color at the first buyer level and these were mostly among
the larger flock owners.
10. Relatively few producers knew the price of eggs before delivering
them to market.
11. In general, the recommended production and marketing practices
were followed by a relatively small proportion of the producers.
12. First buyers of eggs sold 48 per cent of them to central wholesalers
and 26 per cent to local consumers. The remainder was distributed
among other outlets.
13. Unsatisfactory seasonal fluctuation of egg prices to producers may
be corrected' somewhat by the employment of production practices
which will distribute production more evenly throughout . the year.
Few egg producers have access to efficient, local, cash markets. This
inadequacy could be alleviated somewhat by the establishment of better
assembly methods and more efficient and suitable marketing facilities.
A marketing system is needed which will consolidate small volumes,
increase rapidity of egg movement, and decrease the risk involved in
handling eggs in small quantities. Marketing facilities and egg produc-
tion are closely related and each is greatly influenced by the other.
Other constructive steps toward increased returns to Louisiana egg
producers include improvement in the grade of eggs sold and payment
on the basis of difference in quality. The paying of uniform prices
for all grades offers no incentive to farmers to produce eggs of high
quality. Buying eggs from farmers on a graded basis would encourage
the production of better quality eggs and also offer some reward for
better care in handling of eggs at the place of production.
18


